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Résumé en
anglais
In a tourism context, visual copy is an important element of print advertisements.
More specifically, pictures have a significant influence on the destination attraction
value and visit intentions. Curiously, typography has never been investigated
academically as an execution element, despite suggestions from researchers that
typography could influence the evaluation of advertisements. This experiment
examines the impact of typography on advertisement evaluation in a tourism context
and the impact of attitude toward the advertisement on attitude toward the
destination. The impact of advertisement evaluation on destination evaluation is also
tested, and results show that typography does influence advertising responses. This
study highlights the important role of typography in print media destination
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